[bookmark: _Toc224314934]Section 2:  Reflection using Gibbs reflective cycle
Reflective Statement: [ Title of your dissertation] The Process of International Marketing Analysis
[bookmark: _Toc224314935]1. Description
For this assessment, I undertook a comparative analysis of IKEA's international marketing strategies in its home market of Sweden and its host market of Japan. I chose IKEA due to its documented glocalization strategies and the stark cultural contrast between the two countries, Sweden and Japan, which offered maximum analytical value for exploring how multinational corporations balance standardisation with local adaptation.
The research process followed a systematic structure. The core analysis involved dissecting the 7Ps marketing mix to identify where IKEA standardises versus adapts. Finally, I evaluated performance using available market data and assessed ethical dimensions of IKEA's marketing practices.
[bookmark: _Toc224314936]2. Feelings
Initially, I felt confident due to the clear assessment structure and lecture materials. However, this confidence was tested during data collection. Finding credible, recent market share figures and financial data for IKEA Japan proved challenging, as much granular data was behind paywalls. This frustration taught me about the realities of conducting research with incomplete information.
The most rewarding moment came when cultural theory directly explained practical business decisions. Realising that Japan's high Uncertainty Avoidance score (92) accounted for IKEA's decision to offer full assembly services—a significant departure from its Swedish DIY model—created genuine intellectual satisfaction and validated my analytical approach.
[bookmark: _Toc224314937]3. Evaluation
The most positive aspect was the structured framework provided by module materials. Having clear templates for PESTEL, Hofstede, STP, and the 7Ps gave me a solid foundation. These frameworks ceased to be abstract concepts and became vital diagnostic tools. Constructing perceptual maps was particularly valuable, forcing me to think critically about competitive positioning.
The main difficulties centred on data accessibility and ethical evaluation. Accessing granular performance data for IKEA Japan was genuinely challenging, teaching me to work with available information rather than an ideal dataset. 
[bookmark: _Toc224314938]4. Analysis
This process has fundamentally deepened my understanding of international marketing. Firstly, I now recognise that standardisation versus adaptation is not a binary choice but a strategic continuum.
Most importantly, I learned that cultural analysis is not a box-ticking exercise but the foundational step that predicts strategic necessity. Every significant adaptation I identified—product resizing, assembly services, urban store formats, harmony-focused advertising—could be traced back to Japan's high Uncertainty Avoidance, collectivist values, or spatial constraints. Understanding the "Why?" behind each strategy transformed my view of international marketing into a strategic problem-solving discipline rooted in cultural intelligence.
[bookmark: _Toc224314939]5. Conclusion
Overall, this process transformed my understanding of international marketing from a collection of discrete decisions into an integrated strategic discipline requiring cultural intelligence, theoretical awareness, and practical adaptability. I learned to be critical when I find a data and analyse it thoroughly.
[bookmark: _Toc224314940]6. Action Plan
For future projects, I will: first, begin research with primary sources—annual reports and industry body publications—ensuring 70% of citations come from credible, pre-identified sources before expanding to supplementary materials. Second, I will use the skills and knowledge that gain from this project to be implemented in my future work.
